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DIRECT MAIL GOES TO 
AFA CONVENTION 


There will be big direct mail doings at the coming 48th An 
nual Convention of the Advertising Federation ol America 
(Waldorf-Astoria. New York, June Sth to T1th, 1952 

Celebrating the new official affiliation of the DMAA with 
the AFA, an entire morning program will be devoted to Direct 
Mail (Wednesday, June llth). A star-packed program. Any on 
of the five headliners is worth going miles and miles to hear and 


question, 


(1) DMAA Director John Yecek of Davton, Ohio (familiar 
to all Reporter readers for his sober and down-to-earth articles 
will be the Chairman with plenty of diseussion-stimulating ob 
servations, 

(2) The famous Jules Paglin is coming from New Orleans 
Reports of his appearance before the American Business Writers 
\ssociation Convention included the observation, ‘She could 
ave kept talking forever, and we'd still be there.” Jules is 
rimarily a retailer (building a sueeessful business nearly en 
irely by mail) but he has sold the goods of manufacturers, has 
deve loped a couple of radio stations and has directed scores of 
noney raising drives by his unique direct mail techniques. No 


! 


natter what Jules talks about... he'll be stimulating 


(3) Earle Buckley of Philadelphia ceeds no introduction to 
Reporter readers. He’s famous for his talks on better letters. 
Also noted for his cha Manship of the copy group aid to the 
Treasury Department 

(4) Larry Chait of Time (former president of Hundred 
Million Club) is the only New Yorker on the program. He 
caused a furor with his talk in Boston (February Reporter) and 
might spring another surprise on June Ith. 


(9) George Head will be the only neweomer to direct mail 


programs ... but that’s nothing to worry about. He is sales 
manager of the National Cash Register Company of Dayton, 
Ohio... one of the first big and consistent users of direct mail 
in the country. Anything he will reveal about his company's 
operations will be worth hearing. 

That’s the line-up for Direct Mail at the AFA. These an 
nual meetings are always interesting . . . because they provide 
a place for all media ‘tadherents** to mingle together and unde 
stand each other’s problems 

Details about registration can be obtained from vour local 
advertising club or from AFA headquarters, 330 West 42nd 
Street, New York 36, N.Y. The Reporter staff will look forward 
to meeting plenty of old and new friends 
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A Better LETTER METHOD for 


FUND RAISING! 


Auto typed letters get better results 
for you. and faster, t The personal 
ized touch gives every appeal or ac 
knowledgment a sincerity equal to 
that of a personally typed and signed 
letter——automatically, much faster 


and at far less cost 


Extensive studies of major institu 
tions prove -Auto-typed personalized 
letters increase the response to repeti 
tive correspondence from 30 to 50 


over impersonal, processed letters 
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SHORT 


NOTES 


DEPARTMENT 


THE FIFTEENTH of “being in 
business” starts with this issue. But for 
a couple of us it’s the 23rd and 30th 
year of publishing a Direct Mail Maga- 
Reporter started in April 
1938 taking up where the former 
“Postage and The Mailbag” left off. 
Through the years, we've heard practi- 
cally every could be 
usked about direct mail; we've watched 
the medium have tried to 
grow with it. Our biggest problem 
giving all of you a balanced diet of 
ideas; interesting to the experienced pro- 
fessionals, but at the same time, helpful 
and understandable to the parade of 
new blood which flows into the business 
A steady, if unsensa- 


zine The 


question which 


grow; we 


stream each year. 
increase in circulation indicates 


is pleasing. We'll try to 


tional, 
that the diet 
keep it that way. Tell us 
you think we get off balance. 


. when 


FOR SHORTENING LETTERS... 
Jerry Weston, 2023 Rockford Road, Los 
Angeles 39, Calif., thinks we should all 
campaign to get everyone to put subject 
of each under date... 
such as, “Answering yours of April 15th 
about " That would avoid rambling 
sround in the first 
National Office 
tion has been recommending a 


personal letter 


paragraph. The 
Management Associa- 
similar 
suggestion for a number of years. All 
line flush at left, including date. No 
salutation. Subject in 
caps immediately after name and ad 
dress of recipient. Then first paragraph 
It is cate hing 


complimentary 


with specific information. 
on. And it’s a time saver . .. at both 


ends. 


SUBSCRIBER Harrison M. Terrell 
of Landis Store P.O., Berks County, Pa. 
has his own No. 1 rule for saving time 
and writing good letters. He says: “Jump 
right into action in the first sentence 
Start saying something right away. Let 
ex planat ions, referenc es to prev tous let- 
ters, and so on, follow later if necessary.” 


Not bad. 


ATTENTION TO LITTLE DE- 
TAILS is of major importance in direct 
mail work. Too many people forget it. 
We like the way L. F. Lauth handles the 
mailings of 45,000 catalogs to the cus- 
tomers and prospects of the Burlington 
Basket Company, Burlington, Iowa. His 
list is separated geographically. Attached 
to each catalog (really a 16 page, 82 
x11” booklet) is a transmittal letter. But 


used. I he 


“pitch” or explanations must be changed 


six different transmittals are 


to be appropriate in different territories 
because of freight conditions. Naturally, 
the mailings are effective. They are 
beamed to local conditions. That's pay- 
ing attention to little details. A lot of 


work . but worth it. 


SPEAKING OF TRANSMITTAI 
LETTERS as we were above . . . why 
is it that so many companies issuing elab- 
annual send them out 


orate reports 


“cold” without any transmittal letter or 
memo? This is that time of year when 
annual reports for the year behind are 
numerous. Every mail brings us another 
records. Many 


made more 


good example for the 
have been humanized 
understandable. The printing in 
cases is better than the usual year-round 


many 
promotional material because top man 
agement sticks its finger in the pie. But 
even some of the most glamorous ex 
amples hit the desk with a cold, imper- 


thud. 


perfect letter from the president or chair- 


sonal There's a_ typographically 
man of the board on one of the first in- 

but wouldn't it be better 
expensive recording of a 
progress introduced with a per- 
letter from the president? We 
haven't received one such piece this year 


side pages 
to have this 
year's 


sonal 


The only exception in technique (and it 
definitely stood out) was the report from 
American Home Products, 22 East 40th 
St.. New York 16, N.Y. Attached to 
cover (with a clip) was the engraved 
business card of Walter F. Silbersack, 
the President giving it the appear- 
ance of personal attention. That's fine. 
But management needs more information 
about the technique of transmittal let- 
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ters. Hope Fortune Magazine will em- 
phasize that point in its forthcoming 
feature article on direct mail. 


WHAT'S THIS? An advertising out- 
fit in ( onnecticut maxes this statement 
in its prospectus: “There are only three 
nationally recognized Direct-by-Mail ad- 
vertising agencies in the United States. 
ACA is the only agency catering exclu- 
sively to the needs of the furniture in- 
dustry.” The first sentence has us puz- 
zled. Who determined or selected “the 
three nationally recognized” agencies? 
We don't believe such a listing exists. 
And didn’t the “Direct-by-Mail” termin- 
ology go out of existence about twenty- 
eight years ago? Let's get things straight 
and not make exaggerated claims 


EVERYBODY seems to be “getting 
into the act.” That is, thinking of print- 
ing in broad terms of all processes (see 
April Reporter). Printers are changing 
over to combination plants where pre- 
viously they specialized ir either letter- 
press or offset. Manufacturers of equip- 
ment are doing likewise. Latest large 
company to join the parade ... The 
Miller Printing Machinery Co. of Pitts- 
burgh, Pennsylvania, long known as ex 
clusive specialists in letterpress machines. 
An attractive booklet (very well con- 
ceived) amnounces that Miller has pur- 
chased the entire Printing Machinery 
Division (offset presses) of the Electric 
Boat Company of Groton, Conn. (manu- 


facturers of submarines) 


GADGET REPORT In a tight 
short-supply market the Wolverine 
Tube Division of Calumet & Hecla Con 
solidated Copper Co., 1826 Guardian 
Bldg., Detroit 26, Mich. is doing a fine 
job of keeping in friendly contact with 
all outlets. Almost every mailing is a 
novelty die-cut or trick fold piece. A re- 
cent three wing folder was printed and 
die-cut to look like a haystack, with run 
ning caption, (1) “looking (2) for 
a needle in a haystack (actual needle 
inserted) . . G3) is like finding Cop- 
per Tube!” Another off-fold piece re- 
sembles a pickle jar. Caption: “We're all 
in a pickle!” Lift top fold, and lid comes 
off, spilling out three die-cut dill pickles 
and revealing man in jar. The pitch is 
that Wolverine will do all in its power 
to give restricted but available service to 
all outlets until “things open up.” Good 
public relations. An outstanding indus 


trial advertising campaign 


eee 


ANOTHER GADGETEER is Ad- 
vance Seed Company, P.O. Box 6157, 
Phoenix, Arizona. Some of better seed 
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“To think | once 
hated to sign 
my own letters!” 


“That was before 

suggested Hammermill 

Bond for our letterheads, 
mailing pieces and business 
forms. Now we h i 
letterhead we’re proud of; 
clean, crisp mailings; and 
accurate forms that help us 
get things done. Hammermill 
Bond takes erasures neatly, 
cuts dk 

reduces overtime. That’s why 


I agree 


IT PAYS TO DO BUSINESS ON 
HAMMERMILL PAPERS 


Your printer stands ready to help you 
in selecting papers that best meet 
ur requirements. He’s an expert in his 
field. So if he —like thor 
other printers - 
Hammermill Bond, you 
the right paper fi 
fine paper for you 


Working Kit of Ha 


Ltt, > You can obtain business printing on 
Hammermill papers wherever you see this 
shield on a printer's window. Let the Guild 
sign be your guide to printing satisfaction 


ad, Erie 
| Please send me—FREE~—The Working Kit of Hammer 


! =] Name—_ 

| ' J 

| z | _f) Position 
~ 


LOOK FOR THE WATERMARK iT 1S HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 





Please attach to, or write on, your business letterhead 








stocks (for dealers) are in short supply 
Sales Manager Frank A. Mangelsdorf 


recently dreamed up an eye catching let- 





ter with a miniature metal clock tipped 


at top. And the form letter was humor 


ously “illuminated” with little cartoons 
in 2nd color following important words 
(21 throughout letter) The P.S. gets 
1 laugh—“We'd feel like stinkers (car- 


skunk) if you missed sales be 


toon of 


cause we failed to remind you Well 
done 
eee 
THE DOLLAR BILL gimmick went 


into disrepute temporarily following the 


expose of its use by fraudulent charity 


promoters. But it was revived success- 


fully recently with a new slant by G. M 
Basford Company, 2020 Lincoln Bldg 
New York 17, N.Y. Bill Stokes, Market 


Research Director, and Dan Charny, a« 


count manager, pinned a crisp new dol 


lar bill to questionnaires sent to 282 


production executives in metalworking 
industries—to buy a cigar for their co 
In less than two weeks, 214 
(Better than 75°). Fifty 
of the back the dollar 


Stokes and Charny reasoned that the dol 


operation 
returns are im 


returns sent 


lar bill idea would not only get the 
questionnaire past the secretary's desk 
but would intrigue the customer into 


reading and returning the questionnaire 


coming im The ultimate 


probably be 80 


Returns still 


percentage will 


eee 
SAM SLICK is dead. That name 
baffled many direct mail folks during 


the 20's and 30's when his sharp-bar 


bed criticisms appeared in Postage and 


The Mailbag, and later on in The Re 
who knew 


porter. The very few of us 


zed 





the man behind the name were ple 
und we kept that pledge 
Sam Slick was 
former editor and 


Mailbag. He 


reason for 


to secrecy 
It is no longer necessary 
Leonard W. Smith 
part owner of The became 
m agency executive und the 
his anonymity was that he wanted to be 
even his own chents. He 
debunk 
advertising 
died at age of 71, om April 
Shaker Heights 


free to creticize 
did much during his trme to 
mishandled and misleading 
Leonard 
Sth, at = his 


Ohio 


home in 


Cleveland 


eed 


DEATH ad-man G 
Lynn Sumner on April 7th 


New York. In 


circles, Lynn was one 


struck famous 


at his home 
in Pawling, advertising 


agency of the most 


vocal defenders and exponents of direct 
mail. He was once on Board of DMAA 
Appeared on many direct mail programs 


He was perhaps best known to direct 


mail people for his sensational job of 


started the mail order 


fancy fruit 
Medford, 


helping to get 


business of sellers— Harry 


and David of Oregon. His 


wit, humor, friendly criticism and coun- 


sel will be missed in the advertising 
scene 
— 


eee 


DEATH also struck another old 
reporter. Julian Wolfner. 
age 56. passed away in Detroit on April 


friend of this 


12th. Since 1924 he had been general 
manager of the Direct Mail Division of 
R I Polk & Co.. 431 Howard St., 


was one of the 


Mich. He 


more and better di 


Detroit 31 
early crusaders for 
rect mail and was responsible for many 
outstanding national campaigns . par 
field. 


ticularly in the automotive 


SORTA SILLY. Our old friend and 
Luke Kaiser, of 
Texas, dreamed up and produced a trick 
“100 Bucks Bill.’ Measures 14’’x 
5 Drawn on “The Magnificent State 
of Texas \ lot worked 


into the 


magician Houston, 


Texas 


of wisecracks 

both sides. Under- 
stand recently visited by a 
Secret Service agent who ordered him to 


design on 
Luke was 
because the gag 


cease manufacturing, 


sheets looked too much like regular cur 


rency. That's stretching protection of the 
inflated dollar a little too far 
eee 
WRITE TO ALAN DUGDALE at 


Drumeliff Service, Towson 
4, Maryland and ask him to send you a 


(but too 


Advertising 


sample copy of the sensible 


long to print here) letter he mailed re- 
cently, headed: “Here is one Way to 
Offset Rising Mailing Costs.” A very 


good analysis of the importance of cau- 


tion in list selection. 


' 





INCENTIVE 


conducted in the Graphic 


CONTESTS are being 
Arts field. In- 


centive to produce better work. 
That's good for the future of printed 
promotion Latest announcement con- 
cerns the winners of the annual contest 


Merchants Ad 
Committee (Linweave fine pa- 
of United States Envel- 
Mass.) Six 
picture starting 
Proverb ( n- 
Schmidt Co., Mil- 
Kiw- 


conducted by Linweave 
vertising 
pers, a division 
ope Company. Springfield 2, 
(shown in 


“1952 


top awards 
top left) 

dar” printed by E. I 
waukee, Wis.; “Claude B 





were 


Hellman 


International President Testimonial 


ans 

Dinner program booklet for Kiwanis 
Club of Baltimore City, Md., printed by 
Horn-Shafer Co of Baltimore, Md.; 


Iwas the Night Before Christmas” 
greeting for Motorola-Detroit Co., De- 
Mich.. 
King, Detroit. 


troit printed by Siggins and 
Mich.; “21 
Season's Greetings” for 21 
New York, N. Y¥ 
Doerfler Co.. New 
Right Side of the 
lantic Monthly, 
by The Berkeley Presg, 
“Delmonico’s Menu 
Warmuth’s Port Side 
ton, Mass., printed by L. E 
Mass 


Brands, Inc. 
Brands, Inc., 

printed by B. R. 
York, N.Y.; “The 
Tracks’ for The At- 
Mass.. 
Boston 


printed 
Mass.; 
reproduction for 
Restaurant, Bos- 
Muran Co.., 


Boston, 


Boston, 


WATCH OUT 


for the promoters of 


Canadian Mining Stocks. Many fraud- 
ulent (or highly speculative) cases still 
in the mails. Post Office is trying to 
stop. 

—_ 

eee 


4 BIG CHANGE in the list broker- 
place (effective March 
Broad St., 
subsidiary 


age business took 
sist). Dickie-Raymond (80 
Boston 10, Mass.) sold its 


THE REPORTER OF DIRECT MAIL ADVERTISING 








| 










‘ 











“D-R Special List Bureau” to Jim Mose- 
ly’s “Mosely Mail Order List Service 
Inc.”, 38 Newbury St., Boston 1, Mass. 
Time marches on! Leonard Raymond got 
the idea of nation-wide responsible list 
brokerage or “swapping of non-competi- 
tive mailing lists” back in 1932. At first 
it was difficult to induce many mailers to 
rent their lists. But the idea gradually 
caught on. Jim Mosely was first manager 
of Dickie-Raymond’s new department. 
Later, he branched out for himself . . . and 
other brokers came into the picture, to 
eventually establish the National Coun- 
cil of Mailing List Brokers. In the in- 
tervening twenty years, Dickie-Raymond’s 
creative direct mail agency has grown 
tremendously and Leonard feels that his 
clients can get adequate service from the 
brokers who make list servicing their 
exclusive business. Leonard raised the 
stature of the list business. He should be 
made honorary member or something of 
the list brokers for dreaming up a worth- 
while idea while he (and this reporter at 
times) cogitated along the banks of the 
Piscataqua River in Maine during the 
gloomy depression days of 1932 


THE NEW 1952 “List O'Trades” 
is now available from W. S. Ponton, 
Inc., 50 East 42nd St.. New York 17, 
N.Y. It is fascinating just to skim 
through it. Indexes alphabetically (with 
name counts) more than twelve thousand 
different lists of businesses and profes- 
sional classifications. Which just about 
checks with the number of trade associa- 
tions in the United States. Knowing how 
to reach the right people at the right 
time is getting to be big business. 


eee 


A KICK WITH A LAUGH. When 
the State of New York passed the law 
requiring compulsory off-the-job  disa 
bility insurance by employers for their 
workers, The Equitable Life Assurance 
Society sent a Reply-O-Letter offering 
such coverage to every business firm in 
New York State. To save time : 
used the Yellow Pages of the various 
telephone books for the list, even though 
there would naturally be some duplica- 
tion. An irate lettershop owner, who re 
ceived some duplicates, wrote to the com- 


pany, offering a “much superior address- 


ing and mailing service’ which would 
“avoid mistakes”. The laugh was caused 
by two mistakes . . the date on the 


kicking letter was a year wrong; the let- 
ter arrived with 3¢ postage due. Watch 
the details. 


[) AN ANNOTATED LIST of all 
published State Industrial Directories is 
available from The Public Library of 
Newark, Business Division, 34 Com- 
merce Street, Newark 1, New Jersey. 
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Price 25¢. It is only a four pager,—but 
extremely accurate and tells exactly what 
manufacturing lists are compiled in each 
state. If you send for it ask Mari- 
an C. Manley to include the lively sheet 
“Answering the $64 Question” .. . de- 
scribing the kind of inquiries received 
by this famous business library. Inci- 
dentally, Frank Dobyns of the Univers- 
ity of Kansas, School of Business, Law- 
rence, Kansas tells us he is planning 
another catalog of Advertising Books 
(March Reporter). He wonders if Re 
porter readers would take time out to 
send him a postal card (2¢) listing the 
five (or ten) books concerning direct 
mail which they think are most valuable. 
Do it please. Would be intere sting to get 
result of “vote.” 
— 


eed 


SOMEBODY at the Plomb Tool 
Company, 2209 Sarta Fe Ave., Los 
Angeles 58, Calif., deserves and gets a 
big pat on the back for the courteous 
and most helpful way incorrectly ad- 
dressed mail is handled. The Reporter 
recently made a subscription appeal mail 
ing to a rented list. We received a 4'4 
x5'2" memo from Plomb advising us 
that the individual addressed was no 
longer with company and suggesting we 
might like to correct our list. Attached 
to memo was a “Welcome Folder” (us- 
ually given to salesmen and _ visitors) 
On an inside page was listed all the of 
ficers and public - contacting employees 
with brief descriptions of their jobs or 
interests. Wouldn't it be a wonderful 
direct mail world if everyone would 
adbpt a similar policy. (The Reporter 
returns every incorrectly addressed en- 
velope properly corrected.) If Clifford 
Faust, advertising manager of the Plomb 
Tool Company happens to show up at 
the Shoreham in Washington, D.C. for 
the DMAA Convention ... we'll prom 
ise to show him a good time. He'll be 
made the year’s hero of the bedeviled 
list compilers. 

— 


eee 


ADD TO INFORMATION about 
addressing (see circles 6 and 7, April 
Reporter). Write to C. P. MacArthur, 
The Dick Mailer, 137 West Tupper St., 











Buffalo 1, New York for information 
about a new, semi-automatic, compact, 
light weight Dick Labeler, which speeds 
mailing techniques where roll strips of 
addresses are used for addressing news- 
papers, magazines, catalogs, envelopes, 
direct mail pieces and similar material 
requiring addressing and labeling up to 
10,000 per hour. Dick Labelers apply 
paste, move address strip forward the 
exact distance of the label, cut it off 
and stamp it in position. All the opet 
ator does is simply lower the front of 
the Dick Labeler onto the spot for the 
label and it is pasted in position. All 
the other operations are automatic. 


eee 


HOW MANY WILL DO THIS? 
Rodney B. Johnson of Dorothy Biddle 
Service, Pleasantville, New York tells us 
that as of July ist he is cutting his fifty 
thousand list (compiled over past 10 
years) to a shy twenty thousand select 
customers. Will mail twice a year. After 
July Ist, this reporter hopes to make a 
round-up of what you folks are doing. 
Will you please write us? Give us the 
facts. If you want to cover up your name 

we'll do so. We still think ‘that 
many of the “problems” can be licked 
if you'll make the analysis suggested in 
the April training outline. 


eee 


rWO BILLS have been introduced 
in Congress to force the Post Office to 
estore directory service on first class 
mail. One in the Senate (S. 2497 and 
another in the House (H.R. 6006). An 
adverse report is expected from the P.O. 
Department . . . as it wants to force 
all mailers to put complete address on 
every envelope. 


eee 


COMPLAINTS have been reaching 
us about the way some Post Offices have 
been changing zone numbers without no- 
tifying people affected. Particularly true 
in larger cities. Seems like complaints 
are justified. Post Office officials claim 
they give advance information to news- 
papers, but the dope either doesn't get 
printed or no one sees it. Most of us in 
direct mailing have done everything pos 
sible to cooperate with the Post Office 
in getting the zone idea established. Sort- 
ing mail is much easier. But the Post 
Office should be very careful about mak- 
ing changes. A change in one or two 
zones in New York City may affect 
people in every state. They have New 
York names on their mailing lists (all 
carefully zoned). How are they to know 
about the changes? How are printers to 
know when to correct zone numbers on 
customers letterheads, reply envelopes, 
etc.? A check-up reveals that change bul- 
letins were issued by New York Post 












—sieetings 

on our sixth anniversary to 
the many members of the 
mailing industry who have 
enabled us to increase our 
addressing production from 
30,000 to 1,250,000 a 


week 


May we be of continued 
service to our present cus- 
tomers and friends and to 
other users of direct mail 
who may find our facilities 
convenient 


This greeting appeared last 
year to announce our fifth 
anniversary. We hope to 
make this an annual custom 
for many years to come. 


¢ m. victor ¢ 


130 Flatbush Avenue 
Brooklyn 17, New York 
ST 9-8003 
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Office on June 25, August 22 and Octo- 
ber 24 in 1951. And 
February 18, 1952. Too many. 
fine . . . but it will break 
Post Office 


17 becomes 


another one on 
The zone 
system im 
down unless the 

sticks to one system. If zone 


quickly 


zone 24 tomorrow, lists, letterheads, ord- 
ers, ads and what not are thrown out 


of kilter. 


APPLICATIONS are 


ceived by the Post Office for exemptions 


now being re 


from the rate increases on 3rd class mail 


starting July Ist. Non-profit organiza- 


tions must obtain forms and file com 


about management, 


Understand 


plete details set-up, 
more are al- 
Those 


print on 


finances, etc. 


ready being turned down who 


are granted exemptions must 
place of metering or in- 
34.65 (e) P.L. & R.” So 


this number (instead 
organi- 


each piece, at 
“Sec. 


when you see 
of 34.66) you will know that the 


dicia, 


zation is mailing at le minimum bulk 
rate, rather than the 1'.¢ paid by com- 
same service 


mercial businesses for the 


THE CANADIAN POST OFFICI 
is making out very nicely with its experi- 
personal training to 


ment in furnishing 


mail room personnel—(see previous men- 
Classes are held down to 
time. Many 
of first 


employees enrolled. 


tions). about 


a dozen at a employers, 
hearing reports classes, ask to 
Charlie 
Hamil 


“students” so 


have other 


Bray, public relations officer at 


ton has put through 56 
far. Other 


one of the best things yet developed to 


centers are equally busy. It's 


improve mail handling. Too bad we can't 


have something similar in the U.S.A 


POSTMEN IN MIAMI had an 
Charles Jac 


wanted 


rik 
unusu al exper nee recently 
director 


obson, of publicity, 


something extra special to get attention 
for a Kick-Off Breakfast in 
Miami Jewish 
Road, Miami 


Arranged with a 


a drive for 
Fede ration 
Beach 39, 


cooperative 


the Greater 
(420 Lincoln 
Florida) 
Post Office for an early 
1,000 bagels (Jewish bun). To 


yellow 


morning deliv 


ery of 


each was attached on loop, a 


shipping tag carrying address and in 


vitation. 6¢ postage on tag. Postmen de 


livered in special canvas bags attached 


bicycles. Turnout in 


One 


to remark: “In all my 32 


to their response 


was gratifying. postman was heard 
years, this is 


the first time I ever delivered breakfast. 


WATCH for an 
direct mail by political candidates. We've 


increasing use of 


received (from subscribers) a number of 


fairly good examples of form letters . 
asking for support in the 
Understand, too, that 
(especially members of Congress) are in- 


primaries 
many candidates 


stalling automatic typewriters to answer 


mail promptly with the proper political 
Also watch for increasing use of 
the mail by propagandists. An outfit in 
New York, hiding behind a phony name 
and unrecognizable P.O. box number is 
flooding mail with offers of the damned- 
est assortment of irre sponsible, distorted 
books *40's) 
We are report 


later. 


touch. 


(reminiscent of the early 


watching and will 


THE GOVERNMENT PRINTING 
OFFICE (Superintendent of Documents) 
order 
of Government 


tech- 
book- 
Maybe that’s due to 
John De - 


time-saving 


seems to be adopting mail 


niques in its sale 
lets and pamphlets 
guidance of master-salesman 
vine, Public Printer. The 
check 
well designed. 
happened or didn't happen to 
Also a list of 


available 


sheet sent back with each order is 
Tells corre spondent exact- 
ly what 
his order. enclosed 


additional material. 


Archibold, 1209 
6, Calif. for 


booklet 


WRITE TO A. A. 
S. Lake St., Los 
pages, 344"°x6" 


Angeles 
informative 20 
listing all the scrapbooks or guides avail 
able for helping prepare copy for offset 
having 


duplication. It's worth 


DO YOU WANT TO SEE a beau 
tiful four color offset brochure? Write to 
former DMAA J 
advertising manager of Austenal Labora 
5932 Wentworth Ave., Chi 
If he doesn’t have too 
of the 9x12", 16 


Parts’ 


director, John Mannion, 
tories, Inc., 
cago 21, Illinois 


many extra copies 


page “Microcast brochure 
he might lend you one to inspect. It is 
prece of 


unusual. It was prepared as a 


educational literature for engineers in a 
relatively new industry, the so-called pre- 
industry. Aus- 
tenal pioneered during the early days of 
World War II, all the 
companies engaged in the industry and 
leader. In a 
Austenal 


dental sup 


cision = mvestment casting 


licensed mayor 


has been and still is the 


relatively short span of years 


( primarily manutacturers of 


plies) has developed from an unknown 
industry to a 
$10,000,000 a year 
1,000 


pictures 


organization im company 


doing a volume of 
industrially and employing almost 
tells and 


people. The brochure 


the fascinating story of that growth. 
_ 


CONGRATULATIONS to 
John Plain & Company, 444 W 


Washington St., 


some 
body at 


Chicago 6, Illinois for 
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thinking up one of the best “job descrip- 
tion” booklets we've ever seen. Is used 
to “sell” young talented people on be- 
coming employees of this big mail order 
outfit which sells (from catalogs) 
through 51,000 retailers in rural areas 
and towns under 5,000 population. The 
cover of the 32 page, 842”"x11" well de- 
signed booklet reproduces the “Wanted 
Young Men and Women” adver- 
tisement which is constantly run in mid- 
western papers. Then the inside pages 
take the ad’ apart word by word 
describing in detail and with pictures, 
the opportunities and advantages in all 
departments of the business, including 
scheduled training programs. It’s a 
smart, perfectly executed story of in- 


telligent management. 


rHE BROOMCORN MERCHAN- 
DISER may be a new idea in merchan- 
dising. We are not sure how much (if 
any) the idea has been used before. But 
here's the dope Kenyon & Eckhart, Inc., 
247 Park Ave., New York 17, N.Y. 
are handling the account of the National 
Broom Manufacturers Association. Every 
month the agency mails to members of 
the Association a mimeographed (legal 
size) bulletin giving in highlight fashion 
suggestions for the merchandising of 
brooms. Timely tie-up; publicity stunts; 
subsidiary displays possibilities. If not 
an entirely new technique it's a darn 
fine way for an agency to let all the 
members of an Association-client know 


what's going on. 


MEHL MANUFACTURING COM 
PANY, 2057 Reading Road, Cincinnati, 
Ohio, (producers of packaging products) 
have a neat way of introducing each 
new salesman. A three paragraph form 
letter from vice president J. J. Tiernan 
gives a few details about a new repre- 
sentative who “will be calling on you 
very shortly.” It is run offset with a pic- 
ture of new salesman at top. Opposite 
picture is reproduction of salesman’s own 
handwriting : “Hello—I'm Charlie 
Long, your new Mehl sales representa- 
tive!” Standard letter revamped for each 
new salesman. Well handled 


TWO NEW “HOW-TO” BOOKS 
worth having in your library are avail- 
able from Howard Paper Company, Ur- 
bana, Ohio. The “Form-ulator” gives 
you valuable information and standard 
designs for making up efficient business 
forms. All in a-b-c fashion. The “Letter- 
crafter” booklet was authored by Chi- 
cago’s Dan E. Smith. Gives basic rules 
for letterhead designing, with many ex 
amples of variations possible with same 
theme or problem. Well done 


Continued on Pag 
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ALWAYS LOOK FOR THAT 


EAGLE -A PAPE RS TRADEMARK- 
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\\\ IT GUARANTEES 
CPN  quacity! 
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[fone 


paper makes a difference! 


JUST SAY 


FAGLE-A 


COUPON Bond 

AGAWAM Bond ¢ Onion Skin 

CONTRACT Bond 

ACCEPTANCE Bond ¢ Record ¢ Index 
TROJAN Bond ¢ Onion Skin ¢ Record 
QUALITY Bond ¢ Manifold e¢ Cover ¢ Index 


Ledger ¢ Embossed ¢ Vellum 
Typewriter and Boxed Papers 


Paper and Paper Boards for 


PAPERS engineering, industrial and 


technical uses. 


AMERICAN WRITING PAPER CORPORATION 


HOLYOKE, MASSACHUSETTS 














® 


Five factories and over 100 sales representatives are equipped to handle your 
usual and unusual envelope requirements. Write us your needs today 


‘Tension ENVELOPE CorRPORATION 


4 AVENUE > 4WES AVENUE 128 NORTH 24ND STREET 
YORK 3¢ N. Y¥ ro LOUIs 10. MISSOURI MINNEAPOLIS 1+ MINN 
19t2 GRAN v 19T4 ANDO CAMPBE sts 
CES MOIN ' 10 KANSAS CITY 6 MISSOURI 





© HOW TO BAKE A 
DIRECT MAIL CAKE 


By Sam E. Gold 


through the ( f | may only 
s worth 

“ good 

Keen followed 

iy turn out 


gh tor fist 


thing 
| the returns 


the 


payott comes 
lown into the center 


} 


lyache try 


Sales and 


mportant 


Sam E. Gold 


Reporter's Note: Sam Gold is Secretary 
(also Sales and Advertising Manager) of 
Lignum-Vitae Products Corporation, 96 Boyd 
Avenue, Jersey City, NJ. For long years 
he has been a crusader for more and better 
industrial direct mail. On March 18th, in 
Newark, the Industrial Marketeers of New 
Jersey held a full day shirtsleeve session 
of advertising know-how. Sam chairmaned 
the direct mail division. Always the show- 
man he dressed in chef's uniform for 
an effective analysis of how he bakes a 
good direct mail cake. Those of you who are 
having trouble with mailing lists should get 
some encouragement and ideas from this 
method of list control 
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For Ss 


POLITICAL 4) = ose wae oa bed 
MAILINGS a on 


the smart vote is for 


DUPLISTICKERS. 


EUREKA SPECIALTY PRINTING CO 


558 ELECTRIC STREET, SCRANTON 9 PA 


DUPLISTICKERS 
are made oaly by Eureka 


MAKE ‘EM LAUGH! 


Mott 





FREDERICK E. GYMER 
2125 E th Sr Cleveland 15, Ohic @ 


SALES LETTERS 


ous appea 





na 


“Chat Fellow Bott” 


Leo P. Bott, Jr, 64 E. Jackson, Chicago 





Perfect For ADVERTISING, 
PUBLICITY, PROMOTION! 


Many Leading Agencies & 
Advertisers Use Our Servicer —~°@h/ 
per 100 per 500 000 & more 
feo 
to 
lt eo 
Product tathtully preducod 


ts mode with white 








NATIONAL PHOTO firtoouctions 





SALES LETTERS 
that pet “leads” for salesmen } 
Send for FREE Sales Letter Outline 
ORVILLE E. REED | 
h. 


First National Bank Bidg., Howell, Mic THE REPORTER OF DIRECT MAIL ADVERTISING 











HOW TO COUNTER-ATTACK RISING 
DIRECT MAIL COSTS 


orating or tlustrating 


wore than pays for the 


ub uses the face 


color llus 


th +] 


idaresses on n lap sick 


| 
for tul 


n ther 


Envelope Economies 


juy direct trom the manutac 


inticipate your require 


you fre window 


using a 
uit the glassine It saves 


not attect 


turer print betore 


the envelopes and 

ilk permit indicia. (It 
has to meter the 
extra charge } 
econom il s 

6x9 envelope. trv 


i 
10 or No f By com 


more persona 


The Letter 


etter is the most nportant 
It need not 


should 


\ poorly desig ved let 


in the mailing 

expensively, but it 

Ideas to Cut Costs and or 
Improve Response 


for attention with the 
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solid and uninvit 


It costs no more 


under 
corrections, anyth 


rs eves ftocu 


use stock lettes 
| raph or 
The better 
| way 
message and 
multaneously. If you | 
two | ve 


running 


nendou economy have 


run the job such i 
pages ire folded 

iv lettershoy charges 
acquainted 

ith split four pr g, ask your 
nter ibout liv i gv ) ink 


fountain, he I y 1 two 


Lewis Kleid . .. 


Reporter's Note: Lewis Kleid of Mailings 


Incorporated, 25 West 45th Street, New 
York 19. N.Y., is well known wherever di- 
rect mail people meet so no long in- 
troduction is necessary. Lew has been on a 
long trip through western part of the coun- 
try. He appeared as feature speaker at the 
Direct Mail Day Luncheon at Kansas City on 
March 17th. The following day he appeared 
in Des Moines, lowa. His observations make 
a good sequel to the “How To Think” re- 
port in April Reporter so we are giving 


you the highlights 





and Giant Cards 


climes Neccess 


Improving the Appearance 
of the Letter 


Personalization 





Order Devices 


' 
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Big jobs, little jobs, any kind of 
duplicating—Colitho its the password 
that gives vou that magical combina 
tion of fine quality and economy, 

lime is money and you waste none 
of it pre-treating Colitho Plates. They 
get going immediately —give you good 
copies right from the start. (Saves 
paper, tow 

Colitho Plates aren't the kind that 
have to be pampered, either. Handle 
them like any sheet of papel You 
don't have to worry about fingerprints 
and smudges. Fold and mail Colitho 
Plates if you want to. The copies will 
still sparkle. 

Long life is another Colitho char- 
acteristic that assures you of all th 
coples you need plus good, long re- 
runs trom the same plate. 

Letter work, bulletins, reports, 


folders and other literature produced 
with Colitho Plates and Colitho Offset 
Duplic iting supplies have a quality 
look that’s noticeable. So, no matter 
how vou add up all your duplicating 
requirements, the answer still comes 
out—Colitho 

Attach the coupon to your busines 


' 


letterhead and we'll promptly send 


aS you free samples of Colitho 

Ji fp Plates, plus a copy of the 
a Colitho Manual 

COLU MBIA RIBBON & CARBON MPFG.CO_ Ine 

190.5 Herb Hill Road. Glen Cove, L. 1. New York 


/ Oo 
y y 
OFFSET MASTER PLATES 


Lo ’ 


Heot 





Cortwnin Rineos & Cann Mast ract 
b Hill Read, Glen Cowe, LI 


pm He 


ef 














WHAT'S EATING YOU? 


A Report by HENRY HOKE 


O1lo;®resr mm 


thew 
t ul 
yonths 
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Reporter's Note: Here's an interest- 
ing case history which appeared in 
the March issue of investment Deal- 
Digest. Ray Trigger, managing 
editor of 1.0.D. (150 Broadway, New 
York 38, N.Y.) thought we'd be inter- 
ested and we are. Have been 
touch with author, who 
cessful New York broker 
bonds and 
the Chatham Hotel 
New York 17, N.Y 


ers 


m Ss @ suc- 
in stocks, 
commodities. He lives at 


33 East 48th St 
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iarket 
There 

thought 
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THE VALUE 
OF A 3c STAMP 


By Maxim Romm 


muy Sore 


re ached 
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re business on 
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day 
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my Story 
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1 New 
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selling more 





THE SAME IDEAS WILL 
BRING MONEY FOR YOU 


$20,000 FOR CHARITY 
RAISED BY DIRECT MAIL 


By Dean Burgess 





Reporter's Note: Here's another short arti- 
cle from old-timer Dean Burgess of The 
Knox Company, Fort Erie, Ont Canada 
Dean likes to take the bunk out of direct 
mail discussions. This time he's thinking 
about direct mail for social service—but be 
sure to read through to the last nine short 
paragraphs. There you will find definite ap- 
plications for all businesses 





THE REPORTER OF DIRECT MAIL ADVERTISING 








raised by mail. Not by highly per 

suasive tactics——because not one per 

son who gave one dollar could hope 
| 


to receive one thing back from. the 


noney. 


cause we 
wanted, 
There you hay 
will bring you $2 
tor any business 
People buy you 
they want to buy 
They buy SsOrnic 
more, if you ask 
They will buy trom ye thirdly, 
when you tell t Uires what 


you want them t 


DO YOU KNOW 
ABOUT VITACOLOR? 


latively 
CACY 
rodu 
John 
M waukee 
Elmer L 
ty remen 
idor at Mil 
is some In 
request, 
cas history | ns t cle irly 
Munsingwear decided t ring out a 
colortul Hawa stvle shorts. 
\ctual garmet rad been 
manulactured edulicd ads were not 


vet con pleted. i n had only 


swatches a terial mw to buy 


ers. Not enoug! 
quanuty idvance 
ny 


re prospectus 
Par idise DACK UTC unds 
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MODERN offset is 


REcessED offset 


Users of offset duplicators have found REcessED offset 
with A. B. Dick lithograph paper plates and masters 


different in four important ways. 

ONE — longer runs with sharp definition. 

TWO — easier corrections. 

THREE—more successful filing. That means 
greater fidelity in re-runs, ease in adding 
copy, changing copy and deleting copy. 

FOUR — marked superiority in resistance to 
finger prints. 

For more information without obligation, 
mail the coupon below. 


A'B-DICK 


rcccccccn 


A. B. DICK COMPANY, Dept. R 552 
5700 Towhy Avenue, Cricago 31, Illinois 


Send me information about REcessED Offset. 
NAME POSITION 
ORGANIZATION 


ADDRESS 








DRAWINGS direct 
studio at home Com 
ervice at nicrat st W rite lor tree 
n | have designed 


, 116 WEST cL NTON AVE. 
LUFKIN TENAFLY, NEW JERSEY 


SKETCHES, DUMMIES ANI 


ur desk by mail from my 
, 
ete personal 


howing cure 


Kit 


By AIR MAIL RAYMO 

















Post Othice since Donaldson 
cutting down the service two y 
The Scripps-Howard newspapers 
surred up plenty cf comment with 
their series of research-backed articles 
\ convention of post ofhce clerks re 


' 
werned 
| 

resoluvions 


the completed ntly passed and sent a 
| \ to President Truman 


he usual cost to 


Also . I t he 
put the department in 


tire the Post ist 


1 minimum posiuion again 


For an 8h.” All of u 
situation. The mails 
11 { 


sin direct mail t 


the price Sa 
color. One thou 
hive thousand, 


. $656.40 


productions inte 
in be afforded unctions 
} The WOTK 


And the process 
» and technique 


l,h] 
1dAaADie 





REVOLT AGAINST THE 
POST OFFICE 


Vhe Post Ott 





460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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DIRECT MAIL 
ADVERTISER 


Over 1800 

different styles 

and sizes 

of envelopes 

... Mailing devices 

... Strip gum 

and die cut specialties. 


a 

if it's unusual let us know! 

, We probably have 

STRIP GUM ORDER BLANK the answer. 


AND REPLY 
And 


send for America's 
= c c most complete catalog 
THE HOMEWORK : of Envelopes 


SITUATION ees | | ... (includes 
For those w tten « F =] Packaging and 


Mailing Devices... 
Mail-vertising 
Business 

Getters). 


DIRECT-O-MAILER COLLECT-O-MAILER MAILING 
TUBES 


Qe we ans 
TWO COMPARTMENT 


ENVELOPES BOXLET MAILER 


DIRECT MAIL ENVELOPE CO., INC. 


15 West 20th St. New York 11, N.Y. WAtkins 4-0500 


NAME. _ 


FMR wcccccuececeeceesse 


ADDRESS 


ciTy _. 
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A SHORT 
LETTER 


| } 


OSMERUS 
MORDAX 


Report 


R GUEST AT 





STEINER? 


m really n 


st a bit fussy. Just a 
wh that will make 


rishing lur 
f the things Mommy can't afford 


“PF 


four gift of $2.00 to The Chil 
\id Society will make me your guest 


‘very day for two weeks 


at 


my friend 


If you can spare more, 
be your guest, to 


THE REPORTER 





And he’s been tollowing the 
policy ever since. We'll reprint 


etter for the records 





SELF-SEAL 
OPEN-SIDE 
MAILER 


Here’s a new Self-Seal Envelope 
for bulky FIRST-CLASS MAIL 


MORE ABOUT 
HIGH PRESSURING “Send it First-Class” is frequently a must 


today. Bulky papers, even catalogs, that used 
EDITORS to travel Third- or Fourth-Class now go in 
style to save time. 

This new Self-Seal open-side envelope is 
just the ticket for bulky mail. It’s husky. It's 
sturdy. It provides an expansion factor with 
its double Self-Seal strips that seal and hold 
with pressure alone. No moisture required 

It’s one of eleven specific suggestions 
for efficient mailing department operation 
This SELF-SEAL Open-Side Mailer idea is 
just one of eleven economy and efficiency 





suggestions to be found in a new portfolio 
called “Help for the Heart of Business” which 
U.S.E. has put in the hands of your printer or 
paper and envelope merchant for distribution 
. The new “Heart” Portfolio 
Ask him to show it to you shows just © tow of the 
hundreds of new profit op 


UNITED STATES ENVELOPE COMPANY portunities ae in the 
SPRINGFIELD 2, MASSACHUSETTS 


14 Divisions from Coast to Coost 


e, com 
plete, authoritative. Ask 
your printer or merchant 
for your copy £O-A 














MAY, 1952 





One girl with a Davidson 
will fold: 


500 statements in 5 minutes... 

1000 form letters in 9 minutes... 

6000: stapled forms’.in ‘60 minutes... 

Thot’t"why you'll seve plenty even though you have very little folding work . . . 


why your Davidson will quickly pay for itself even though you use it but one doy 
@ month. Any girl con operate it. Easily adjusted for various folds. 


Davidson 


Went details? Write today for free booklet 
FOLDING 


DAVIDSON CORPORATION 
A SUBSIDIARY OF MERGENTHALER LINOTYPE COMPANY 


1048-60 W. Adams Street, Chicago 7, Illinois 


Fieture of. : . 
withant< \ 


/ 


Pretty clever lad WwW \ 
; J | 
' / 


that J rgenson That's 


f < 
him on the southeast end 7, 53 PUBLICITY WILL 


»f the see-saw). Leave it to } 
Raikes tO Va KILL MISUSE 
idea that can make a tough problem y | 
easy as fallin’ off a log r balancing 
an elephant, as the case may be 
Even at that, ‘Jurg” is no different 
than the rest of the gang at Garden 
City. They're all envelope experts! 
Got a tough problem? Need a new, different 
» fF -the-beaten-path idea? Need terrific service, in a 


terrific hurry? Just call G. C. It's as easy as that! 


speciatists IN ENVELOPES ano ourstanoine service 


CORRESPONDENCE & SOCIAL REMITTANCE 

POSTAGE SAVER & WINDOW OPEN SIDE BOOKLET 

AIR MAIL & BUSINESS REPLY OPEN END CATALOG 
SPECIAL RETURNS OFFICE USES & MAILING 
These are but o few of the many lope and lope products avai'able to you. 


JAROEN City Exvestore COMPANY 
3001 W. ROCKWELL ST. + CHICAGO 12, ILLINOIS - PHONE COnneuia 7-3600 
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Your Letterhead IS PART OF YOUR 
SALES PROMOTION PROGRAM 





IT SUPPORTS YOUR WRITTEN SALES ARGUMENTS 
What you say in a sales 
letter should be visibly suf 

ported by the quality and 
responsibility expressed by 
your letterhead. 








17 BACKS UP YOUR SALESMEN Successful! sell! 
ing often depends upon de 
tails of personal impression, 
including the impression 
made by your letterhead in 
sales correspondence. 








IT REPRESENTS YOUR COMPANY Your letter 
head identifies your com 
pany, not only by name and 
address, but also by visible 
quality, taste, and style 














To learn what types of letterhead have the 
strongest sales appeal in various industries 
and professions throughout America, Neenah 
BUSINESS 

IMPRESSION made a nationwi Letterhead Test. Thou- 
sands of executives and professional men 
read The Psychology of Business Impression 
and studied the Test Kit of 24 basic letter- 
head treatments contained in this portfolic 
Then they registered their preferences on 
opinion cards, To get a free copy of this port- 
folio, and to make the Letterhead Test in your 
own office, check the coupon below, sign 


me, and attach to your letterhead 





COURTESY COUPON 


Ce??? ah 


Ua POSWRESS PrN 


| The Psychology of Business Impression, 
Letterhead Test Kit, and Opinion Cards 


C7 Neenah Pattern Kit, a guide to the four 
grades of Neenah Ledger, with punching, perforating, 


and ruling guides, for use in designing special forms 


NEENAH PAPER COMPANY 
MAY, 1952 Neenah, Wisconsin 








better 
production 
brings 

better results 


There's a best way 
direct mail 

MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding; share knowledge of in 
proved methods. Their object is 
better results for you. When you 
try “save” money with 
cheap" production you tamper 
with results 
To check the 
your production source 


Always say, “Are you MASA?” 


to produce 


to 


effectiveness of 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 
Detroit 21, Michigan 
MASA 











THE HUNDRED MILLION 


HOW TO WIN NEW MAlL CLUB OF NEW YORK 


ORDER CUSTOMERS IN 
VOLUME FROM 


Mos My 


MAIL ORDER LIST SERVICE, Inc. 
38 Newbury St., Boston 16, Mass 
NEW MAIL ORDER CUSTOMERS IN VOLUME 





FREE 


BAYONNE, N. J 
Bidg. R-5 


PENGAD CO 
Pengad 








_No. 2 of a series 


ys0 W 


THE LETTER 


nearest sales 
office—or write 
REPLY-0-LETTER 
150 W. 22nd St 

WY. 11, WY. 


aind St 8 
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still retained. The combined member 
ship probably produces several billion 


pieces per year our ) ne present 


members aione mall or than one 
' . ’ 


<tr icg agi MAILING LISTS... 
of Proven Value 


} 


the 1 reetings 


iS « 


Stone. 


A GOOD APPEARANCE 1. Newly Promoted Executives 
= A list of carefully screened executives . . . moving up . . . seeking 
We like the letter recently mailed information . . . interested in business and current affairs . . . combining 
the Peck Engraving Company, the desire for self-improvement with financial ability. Prime prospects 
nue, Cleveland 14, for books, products and services of a business nature. The list is compiled 
on a monthly basis and available each month on a prearranged schedule. 


TOTAL 80,000 (6000 EACH MONTH) $15.00 PER M 


Hamilton 
Ohio, on their most beautiful letter 
head. It was typed (probably auto 
matically) with distinctive carbon rib 
bon IBM typewriter. The message ts 


worth reprinting 2. Rated Business Firms 


A list of carefully selected businesses . . . culled from over 3 million 
firms in the U. S. . . . arranged in 5 sections representing five financial 
groups. This method allows separate testing of each group to more 
accurately pin-point the best prospective market. 

Group FINANCIAL RATING QUANTITY 

o $500,000 to $1,000,000 35,000 

B 200,000 to 500,000 45,000 

c 75,000 to 200,000 95,000 

1) 35,000 to 75,000 150,000 

E 20,000 to 35,000 165,000 


TOTAL — 490M $15.00 PER 


3. Rated Manufacturers & Wholesalers 
A refinement of the RATED BUSINESS FIRMS list . . . selecting 


only those firms engaged in the manufacture or wholesale distribution 
of products. This list is arranged in 6 sections representing six financial 
groupings. Here again the mailer may test each group to more accurately 
determine the best prospective market. As a further refinement it is 
possible to select manufacturers only. 


Group Financial Rating Quantity Manufacturers 


A $500,000 to $1,000,000 22,000 85% 
8 200,000 to 500,000 25,000 65% 
e 75,000 to 200,000 35,000 60% 
D 35,000 to 75,000 38,000 55% 
E 20,000 to 35,000 35,000 50% 
F 10,000 to 20,000 50,000 45% 


$15.00 PER M 


CONVERSATIONAL 
LETTERS 


uways popu 


tli te Pin’ | CREATIVE MAILING SERVICE, INC. 


460 NORTH MAIN STREET © FREEPORT, NEW YORK — FReeport 9-2431 - 9-2432 
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Dh 
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Man Who Ruined down and sell them to that new chain 


y glared in unison drug store. They'll handle anything 
} hand ind they ike to be busy 
I left. What else couk 
j 


I loved it loo good 


it the ‘ 
i respectaDic, : 

too busy wondertul 
rdware store : 


hose Hut . 


nad 
O.K How about you? Will 


il about the Huffy 


wer : " 
stand the strain? 
Chen ul the car 
(Signed) Huffy 


H. M. Huftmar 


ol trying 


DEFENDING 
FORMULA 


The Philadelphia Direct Mail Cl 
ssues a monthly bulletin to 


nembers < mecting 


Step Right Over, Folkes!... 


Listen to the barker as he sells his show. There are 
dozens of other shows on the midway, but this boy 
knows his business. Listen 


Carefully and adroitly he leads you through the 
various steps of the sale. Music for attention. Display 
of performers for interest. Their prodigious feats or 
bizarre appearance for desire Then, for action leading 
to result, he employs a few “pushers.” At the psycho- 
logical moment they begin to shove and at that 
moment vou must decide either to go forward with 
the crowd or draw back out of the way of those who 
want to go in, 

Compare the barker’s “pitch’’—and it’s darned 
good selling to a good direct-mail piece. Attention, 
color on the outside envelope. ‘Teaser copy to 
create interest in your show. Your sales letter and 
enclosures build desire . . . and the reply envelope 
is your “pusher,” making it convenient for Mr. 
Prospect to take action that results in sales for vou. 

You are competing, as the barker is, with every 
other “show” on the midway. Colorful and smartly 
le sigenie d Cuppl s Hesse envelope sare re al sales tools 
that can help you bring in more returns for every 
dollar you spend on direct-mail. For your next 
mailing and every mailing, call Cupples-Hesse for 
distinctive and attractive envelopes that will help 
you “sell the show”. 


Cupples-Kesse Corporation 


b174 N. KINGSHIGHWAY BLVD., SAINT LOUIS 15, MO. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





“This Stenci Boy r 
ay ) / ) 


. vY 
—f Pi hr. wan 


| |? 


FROM DONKEYS 
TO HORSES 


Pw on 


_ a, AA < 


REMINGTON RAND PROCEL STENCILS 


Your sales bulletins and direct mail letters will take on new interest 
and life when prepared on Remington Rand procer Stencils. Copy 
after copy is uniformly clear and sparkling, resembling a good 
printing job, thanks to PROCEL’s patented and sensitive plastic coat! 
his sensitivity, plus proce.’s unusual strength, gives you an 
ideal stencil for illustration, stylus and pen work, enabling you to 
add still more impact to your messages. Further, proce ’s strength 
minimizes cut-outs and type clogging, too! And you get much 
longer runs save the time spe nt typing another stencil in the 
middle of a job 
For bulletins and letters that really “come 
alive specify Remington Rand procet 


Stencils and get the best results, every time! 


THANKS Free... Booklet DS 31B. vours for the asking 
FOR ORDER shows how proce Stencils he Ip everyone 


in vour office to do a bette job faster 


Remington. Fland 


Remington Rand 
Room 2018, 315 Fourth Avenue, New York 10, N. Y 


Please se t r Free | klet DS 31I Pl 


Please arrange de nstrat t Oce. Pi 


Nome 
Firm 
Address 


City Zone State 


POPP 
Ree e eee ee eee eee eee eee eee ees 
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Price only $2.00 postpaid 


GET THE FACTS 
ABOUT PHOTO-ENGRAVING! 


Answers to hundreds of photo-engraving questions 

e available to you now, in 108 pages—lavishly 
trated in black and white, and color. Just drop 
us your check or money order in the next mail 


HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1. N. Y. 
Telephone MU 9-8585 Branch Office: MArket 2-4171 
“24 HOUR SERVICE” 


& page re 
Emeraving 


Block & White, Benday & Color Process 

















laprint 
...profitable offset 


The Rotoprint will produce a wide range of offset 
work at low cost and with minimum effort. This 
economically priced unit will give you the most 
value for the money invested. It's economical to 
own profitable to operate. You can't afford 
to miss this opportunity to equip your plant with 
Rotaprint — designed to give you more profits 


FEATURES 


Max. Sheet 14” x 20” 

Min. Sheet 4” x 6” 

Prints Onionskin to 
4-ply Card 

Speeds up to 5200 

Excellent Register 

Floor Space 4’ x 4’ 


For use by letterpress 
printers desiring to 
enter the offset print 
ing field, lettershop 
printers, lithographers, 
private and office 
printers. Write for com 
plete details NOW 


410 N. RAYNOR AVENUE 
JOLIET, ILLINOIS 





yur happy faces due to the arrival of 
order and we thank you for it sincere! 


You'll find that we're hospitable as wel 


as happy people here It there is anything 


that we can do to help, tell us, and we 
get on the job pronto. Pleasing other 
is what pleases us most 

You should know that 


to spin the busines wheel taster 


Best of all, vou become the subject o yu 

Most umportant operation—building toward 

1 long and happy busine relationshy 
Cordially 


(Signed) A. August Tiger 


A short P.S. typed at bottom gives 
essential details about delivery of or 
der. Fine job. Incidentally, August 


he 


has another portiolio describing t 
powerful effect of showmanship in let 
ters. Claims that only 4°% of mail 
users have tried “gadget pieces” 

therefore competition for attention is 
low. You might write to him for 
details, 


WANTS A SUBSTITUTE 


Anthony Winser, Pacific Coast man 
ager of Aero Associates, Inc., 114 San 
some Street, San Francisco 4, Cali 


fornia poses a problem. Here it 1s 


We send wut polimre to our agent 
brokers, most of whom are good tnends ot 
ours, sometumes tour and five tmes j 
and we like to sa thank you” in 
instance for the business the have given 
The trouble is that try as we may, it is dith 
cult to avoid the same old stereotyped para 
graph which usually runs something like 
this 

Thanks very much, Bob, for this bu 
which is sincerely appreciated 

Have any of your friends ever offered a 
good solution for this one? Sure it’s a small 
problem, but once upon a time I was in the 
Direct Mail business, and even incredible a 
it may seem, won two Dartnell gold medals 

If you have any good ideas, I would cer 
tainly be interested as I hate to think I am 
getting im a rut and that’s exactly how I! 


teel 


Our answer 


Maybe there isn't any satustactor subst 


tute. You may be unduly alarmed or worr 
ed about the situation 

Even though uu 46oget oOtred 
THANK YOU tour or tive tme 
your notes or letter ire ~probab 
different people. There may be 
pheation, but not ver much 

When you use THANK YOL 
Dum understands it 

Why not try one ot these days making 
a list of all the possible closings 

Instead of the one you used in your letter 
ou can have variations such as 
business is always appreciated 

leasure to do business with 


ct 


Would any of you Reporter read 
ers like to try your hand at answering 
Tony Winser’s question? What are 
your substitutes for “thank you”? Send 
carbons to this office ... and we'll 
report later. 
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me, they were accompanied by a data 
sheet, supplied by the personnel office, 
tor each dictator giving his education 
al background, work experience, pres 
ent position, is well as some social 
a AN EXPERIMENT IN ind civic activities and hobbies. This 
ntormation was invaluable to me in 
helping to understand the dictator 
CORRESPONDENCE and to know what might be expected 
of him. 
\tter these letters had been carefully 
By Cora Day DeVore studied for both stron g and weak 


points, and notes and comments had 





the contrary I was called to discuss been written on each letter, then | 


Reporter Note: In March Reporter we gave ‘field letters.” went to the Dictaphone and talked to 
you highlights of Jules Paglin’s talk at the One by one we discussed virtually each man about his own letters. | 
New Orleans Convention of the American 
Business Writing Association. Another talk 
which caused a lot of discussion was given 
by Cora DeVore .. . a correspondence super- none of them could the results justify 
visor and counsellor. You all know or have the necessary costs and effort. Then, suggestion was made in the form of a 
heard about —, in letter improvement like out of the blue. came the idea of question such as: “What do you 

this i j , ; Toul ; 
be? Glo bo he Gow ime we've sommes using the Dictaphone for individual think or “Would this be better? 
about a sensible, workable plan for helping WI ' ! } 
individuals out in the field. We are giving ized and personalized audits, It seemed ren completed, the audited letters 
you only the part of the talk concerned with to be che answer, and immediately we and the Memobelt were sent to the 


; : : 
every known method of auditing, but called him by name, praised him for 
we left each because we felt that with his strong points, and suggested 


} 


changes where he was weak. Often the 


“the experiment.” started on this entirely new program. dictator who in the quiet of his own 


The company chose the men in the othce could put the belt onto his own 





held to whom they wanted to give this machine and listen to my comments 

Last summer when General Insur audit service. Each man was asked to while he studied his letters. 
ance Company of America (Seattle, make an extra copy of every letter he \tter a lapse of sixty days, these 
Washington) called me to the office would write during the next three same men were again asked to make 
for conference, I went supposing it weeks, and to send them to the Home extra copies of all letters to be written 
was to plan more classes, although we Office. From each man’s dictation per for another period of three weeks. and 


had just closed our eighth and ninth haps 10 or 12 letters were chosen for to send them in for audit. Again, I 
ones only a few months previous. On audit. When these letters were sent to followed the same procedure. After 


Still another vote of confidence ...a result of the : <om? 
satisfactory service that won for ILB : 68 
so many repeat clients. ' 


_3952 
gi 


ILB is reputed 
have the best mating 
list source-library in the USA ...a 

= 


PAay - ' 
ae : os Stall of competent rese irchers who know how 


; = . A " = 
— to use a source-library . who can build almost any 


mailing list to suit your exact specifications 


INDUSTRIAL LIST BUREAU 


45 Astor Place, New York 3, New York 
ILB 1952 Mailing List Guide now avatlabl . urs GRamercy 5-3350 
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CLASSIFIED ADVERTISING 





Rates: $1.00 per line—minimum space 3 lines. Help and Situation Wanted Ads—50c per 
line minimum space 4 lines. Write The Reporter, 53, Hilton Ave., Garden City, N.Y. 





ADDRESSING 


OUR LISTS ARE FREE 
Retailers 
Banks 
We charge only for addressing 
SPEED ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y 


wholesalers - manufacturers 


churches institutions 





ADDRESSING TRADE 


M. Victor—Addressing for the Trade 


Rapid Service 

arge Stat? of Expert Typists 

30 Flatbush Ave Brooklyn 1!7, 
STerling 9-8003 


Unlimited Quantity 


addressed type 
stuffed, 
stampe d and mailed, reasonable rates 
Central Advertising Service, 1824 

am bri dye \ve Sheboy gan De Wis 


Envelopes, postals 


writur sdvertising sealed 





ADDRESSOGRAPH PLATES 


Speedaumat plates embossed, thre 
ne yn genuine Addressograph Alloy 
$30 pe thousand omplete Write for 
} antity dis ount 

Advertisers Addressing System 
6 Chestnut St St. Louis |, Mo 





ADVERTISING AGENCIES 


SELL. YOUR PRODUCT WITH pulling 
maul order, agent ads 
We show you how 


Martin Advertising Agency 
P E. 40th Street, New York 16, N.Y 


or audit, had been 


rote the com 


points 

need men 
ould b 

' 

mut for each 
1 


points which 


neede d most, 


ADVERTISING AGENCIES 
LETTERS FOLDERS designed to in 


crease sales. George Feltner, 4207 So 
Station, Denver, Colo 





FOR SALE 


Setotype (mechanical) a< $250 
Davidson Dual Duplicator $900. Box 
13, The Reporter, Garden City, N.Y 





MAILING MACHINES 


Hand and Electric Addressographs 
Graphotype Models 6340 and 6280 
BARGAINS ON ADDRESSOGRAPH 
TRAYS. Elliott addressings machines, 
Models 800-1500 & 3000 27-53 
drawer cabinets. SAVER & WALL- 
INGFORD, 147 West Broadway, New 
York 13, New York, WOrth 4-0520 





OFFSET CUTOUTS 


Promotional headings, illustrations, 


cartoons, symbols, borders, panels, 
holiday art type fonts, decoration, 
tor offset reproduction Most complete 
service in | S. Free des riptive book 
let \ ARCHBOLD, Publisher, 
1209-K S. Lake St., Los Angeles 6, 


Calif 





SITUATIONS WANTED — MALE 


Experienced direct mail assistant, 33, 


available evenings and or Sat Typ 
ing, corres. or copy. NYC or L.I. Box 
11 The Reporter, Garden City, N.Y 


} 1 
rations wer 1iwavs taken 


letters. 


of this type of auditing 

n gratifying. The second 
etters of most of the dictators 
nprovement over the 
nstances t was more 

ive hoped. More than 

tf the enthusiastic and 
ittitude ot th dictators 
well assured that the im 
ill continue. Their re 


expressed ecagerness and 


vancement to the 


been able t 


idits. Great care 
cised that the suggestions 


iulwavs constructive, also 


writer s efforts were never de 


ywreciated. Praise has been given for 


everything that could be counted 


praiseworthy. Too, the audit was just 
the dictator himself unless he chose 
with someone else. As he 

returned letters and their 

Memobelt, a 

ICTOSS the 


THE 
GOLDEN RULE 
Ralph Eastman et State Street Trust 
State St.. Boston, Mass. wrote to 
rably on Johs 


Fehr 


V 


SLIGHTLY 
EXAGGERATED 


Bill Stemer, 
(magazine), 
New York 16, 


nation tor 


on things sort 


you the r ft yu imusement 


\A the u 
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individual in the 


now under way 


W 
Y 


sure stupendous! 


WHAT'S THIS? 
cy 


George Casey, circulation manager 
of The Business News Publishing 
Company, 450 West Fort Street, De 
troit 26, Michigan sends us this “gem’ 
of wisdom picked from a directory 
published by the National Food Brok 
ers Association in a_ section § titled, 
“How To Obtain Broker Representa 
tion.” 

AVOID FORM MAILING—Fir 

etter asking a Droke r he 
Id written 
A mimeo 


It indicates 
with a lack 


g-lasting 


Basically, the advice may be sound 
but the implications are confus 
ing. Certainly, a personal letter 1s 
the best way to approach a prospec 
tive broker. Shows you are in 
terested in him. But it is unwise to 
imply that all mimeographed (or mul 
tigraphed, or processed) appeals go 
into the wastebasket. A processed 
“prospectus” might be just the thing 
to add to a_ short personal letter 
Fixed dogmas are dangerous. 


MAY, 1952 


USING SQUARE SPAN 


A recent letter promoting Air Express started tl 


I 


nd thts eport s Deg } t I 1 I persona etters written 
n Square Span (see February issue). ’ ge Casey of Air Condition 
News, Detroit was a breezy, to-reac f f Reporter readers ex 
periment with Square 


Anyone con produce beavtiful 
plastic bound books in 
these 2 easy steps: 


eae] 


Punch sheets and covers of any size or 
weight, quickly, accurately 


| 
>, 
& 


Bind up to 250 books on hour with colorful 
GBC bindings— ie" to 1 Ve" diameter 











NOW. .. YOU CAN DO 
PLASTIC BINDING 








THIS STRIKING PLASTIC BOUND RIGHT IN YOUR OWN OFFICE 
PORTFOLIO-PRESENTATION — Bind all sizes of loose pages—any printed 
FREE or duplicated material with compact 

Get your personalized edition ...a GBC plastic binding equipment in 
wealth of facts and ideas. You'll 
receive at no cost the complete ap- 
plication and cost story along with 
actual samples of modern plastic pearance and increase the effectiveness 
binding all in one presentation. The and life of your literature. Pages lie per- 
2 free valuable pocket memo books 
show two different, popular 1 “ 
practical modern plastic binding moved any place in book. Save money, 


a matter of seconds. You'll add prestige, 
color, utility, attention-compelling ap- 


fectly flat may be inserted or re- 


styles. Act now “ n too. Anyone can operate 


GET YOUR FREE PORTFOLIO-PRESENTATION NOW 


GENERAL BINDING CORPORATION 
Dept. RD.5 812 W. Belmont Ave., Chicago 14, lil. 





Please send me at once my free plastic bound 
PORTFOLIO-PRESENTATION that includes prices 
and applications and 2 FREE handy Memo Books 


| understand there is no obligation 
NAME 
ORGANIZATION 


ADDRESS 
GENERAL BINDING CORP., Dept. &D-5 7 
812 W. Belmont Ave.,Chicago14, i, 1 CTY— ZONE____ STATE 








SHORT NOTES 


DEPARTMENT 


(Continued from Page 9) 


STATEMENT FORMS are being 
used more widely for direct mail pro- 
motion. We've mentioned their possibili- 
ties often in The Reporter . . . so some- 
body ought to get the idea. It's a good 
way of keeping in touch with “old” or 
paid-up customers. Use regular monthly 
statement form...but instead of show- 
ing unpaid items, run a simulated hand- 
written (friendly) message. Cartoons can 
be used too. Excellent recent examples 
came from Ratner’s, Jeannette, Pa. and 
Isaac Hamburger & Sons, Baltimore 1, 
Md. Ratner’s also using some mighty 
attractive full color photographic style 
jumbo (5"x7") mailing cards. 

— 
eee 

CRITICISM! A recent target of a 
critical item in The Reporter didn’t take 
it in very good humor. He wrote: “Con- 
structive criticism we welcome at any- 
time. But hidden criticism we don't care 
for. Anybody can criticize but it takes 
a better person to give constructive critt- 
cism.” The Reporter doesn't criticize 
just to be nasty. We are honestly trying 
to improve direct mail techniques. In 
this case, we can't understand the criti- 
cism of our criticism. We definitely em- 
phasized that the sloppy, amateurish 
processing of the promotion piece ruin- 
ed the message, which was intended to 


promote a “quality service” to printers 
who are naturally supersensitive about 
the application of ink to paper. 


A FOLLOW-UP IDEA with a 
slightly new twist was developed by 
Sam Gold of Lignum-Vitae (see page 
11). Slanted across left top of yellow 
copy sheets, Sam has printed (in red) 
a boxed imitation label which reads: 
“Received no answer to this letter. 
Please jot down your comments on this 
copy and mail today in prepaid envelope 
enclosed. Thanks. Lignum-Vitae Pro- 
ducts Corp., Jersey City, N.J. Samuel 
E. Gold, Sales Manager.” Girls in his 
office use this imprinted yellow sheet 
for carbons of all letters answering in- 
quiries or furnishing information. Goes 
into a “tickler file.” If no answer re- 
ceived in arranged time . the girls 
mail the carbon. Results ... excep- 
tionally good. 

— 
eee 

“LIFE IS COMPLICATED” DE. 
PARTMENT. We were interested in 
seeing how United States Steel Com- 
pany, 525 William Penn Place, Pitts- 
burgh 30, Pa., (probably imitated by 
others) turned to direct mail to solve 
one problem connected with the strike 
emergency. Form letters advised vendors 


to stop all shipments in event of a strike 
and not to resume filling standing or- 
ders until notified personally. This 
strategy necessary because of Western 
Union and telephone strikes which might 
prevent usual notification by telegram 
or phone. It's too bad that in a big 
country like this, faced with a world 
emergency, business has to be ham 
strung by national industry-wide strikes. 
The right to strike may be a basic privi- 
lege of employees ... at least it was 
in days gone by when groups of em- 
ployees could bargain with individual 
employers. But all that has changed. 
Today, a combined minority manipu- 
lated by a few leaders, can wreck the 
economy of the nation overnight. Every- 
one is caught in the squeeze. Every busi- 
ness is affected. Surely there must be 
a better way. Joe Stalin must be con- 
vulsed with glee. Personally, this report- 
er is sick and tired of picket lines and 
delays in business due to strike-drunk 
demagogues. Irresponsible monopolies in 
business or in labor are . . . dangerous. 
— 
eee 


PRIZE CONTESTS for salesmen 
seem to be coming back into popularity. 
Maybe a sign of the times . . . indicat- 
ing that selling is getting tougher. Among 
the best of current crop of syndicated 
prize catalogs and incentive campaigns 
are those offered by Belnap & Thomp- 
son, Inc. 1516 South Wabash Ave., Chi- 
cago 5, Illinois and Cappel, MacDonald 
and Co., Cappel Bldg., Dayton 1, Ohio. 
If interested ... write to both for 
specimens and information. Also noted 
recently, a tendency to give “prizes” for 
purchases. The General Industrial Sup- 
ply Corp., P. O. Box 243, Forth Worth 
1, Texas sends an attractive catalog to 
dealers. Prize points are figured on dol- 
lar unit purchases. Accompanying the 
current selling drive . .. there seems to 
be more combined mailings of brand- 
name coupons. Millions of them. 


eee 


SPEAKING OF INCENTIVE CAM- 
PAIGNS .. . you can get some very 
attractive syndicated “flash bulletins” 
from the Carr Speirs Corp., Stamford, 
Conn. A_ new portfolio, available on 
request, shows 25 of the colorful, splashy 
8'%"x11l" designs on which can be 
processed your sales bulletin. Worth 
having in your idea file. 


47] 


THE AMERICANA INSTITUTE, 
2 West 45th St.. New York 19, N.Y. 
has an intersting service. Owners of the 
Encyclopedia Americana get a set of 
coupons which entitle them to ask 
questions on specific subjects. Seems like 
a lot of people asked about mail order, 
so Joyce Mertz tackled the job of writ- 
ing a special report. We supplied her 
with some of the material from our 
files . . . and were very pleased with 


the final product. A good seven page 
description and analysis of mail order. 


THE SEVEN LETTER STYLES 
suggested by The Reporter (October 
1951 issue) have been translated into 
Spanish and are now being circulated 
in South America. Leonardo Garcia- 
Zenil of General Electric, S. A. DE 
C.V., Apartado 403, Mexico, D.F., did 
the job and he tells us that current cor- 
respondence is beginning to show the 
“new styles” of typing arrangement. For 
benefit of mew readers . . . we still have 
extra reprints (for free) of the letter 
styling instructions. If you need the 
Spanish versions you'll have to write to 
Leonardo. 


— 
eee 


BETTING ON HORSE RACING 
is legal in Nevada. The Frontier Turf 
Club, 117 Fremont Street, Las Vegas, 
Nevada is using direct mail to tell out- 
of-state racing fans about it. A recent 
circular tells how you can deposit lump 
sums in advance and then wire or phone 
individual bets. Telephone calls on wagers 
of $25. or more are free. What next? 


—_ 
eee 


A BLACK BORDERED “In Me- 
mailing card was used by 
Woodington Mail Advertising Service, 
1304 Arch St., Philadelphia 7, Pa. to 
promote use of 3rd class bulk cards as 
a substitute for the 2 center. Illustrated 
old card which had been in existence 
from 1873 to 1951, with an accompany- 
ing and appropriate funeral wreath. Of- 
fered a brochure explaining exactly how 
to handle mailings under P. L. & R. 
34.66. 


moriam™ 


| 
eee 


REAL ESTATE OPERATOR Paul 
Herbold, 16559 Ventura Blvd., Encino, 
branching out into the 
€xport-import Wanted some 
help on ideas. We sent him one of few 
remaining copies of the September 1939 
Reporter which featured (as the start 
of a series) the possibilities of direct 
mail in foreign trade. The war post- 
poned that project. If any of you are 
. your library might have 
a copy of that 13 year old issue. 


California, is 
business. 


interested 


eee 


} Direct mail dollar volume for March 
1952 was $100,214,425 . a gain of 
6% over the corresponding month in 
1951. For the first three months of this 
year, the total is $295,439,887 .. . a 
gain of more than 11% over the first 
three more months of 1951. Direct mail 
is still growing. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 


ADDRESSING 
5054'~ Archer Ave., Chicago 32 

20 Greenwich St., New York 6 
460 N Main St., Freeport 
417 Cleveland Ave., Plainfield 
45-21—162nd St Flushing 


ADDRESSING MACHINES 


st Broadway 


Archer Business Services 
ear Cut Duplicating ¢ 
Creative Mailing Service 
Fair Mail Service 
Typing Service 


“tar 


& Wallingford 47 We New York 13 
ADDRESSING — TRADE 

68-11 Roosevelt Ave 

130 Flatbush Ave., Br 
ADVERTISING AGENCIES 

of Sales Pr ’ fayette Street, - 

Advertising + 40th Sr New 

ADVERTISING AGENCY PERSONNEL DIRECTORY 


ervice 330 W. 42r 


Agency 5PA Eas 


ADVERTISING ART 
4 ee a) 
349 
AUTOMATIC TYPEWRITE 
¢ N arper 


Alle treet 


AUTOMATIC TYPEWRITING 


writer 


West 361t 
East 45th 


BOOKS 


West 


BUSINESS CARD SERVICE 
COLLATING MACHINE 


Free Lance 
acks 


COPYWRITERS 


vd Chicag 
t., Milwaukee 2 
St eveland 15 

New York 13 
New York 
New York 


20th St 


treet 


Fifth Ave 


DIRECT MAIL EQUIPMENT 


venue 


ELLIOTT STENCIL CUTTING 


reenw 


ENVELOPES 


® E 


ENVELOPE SPECIALTIES 


North Rockwe 


HOUSE ORGANS 
812 H Road 


IMPRINTERS — SALES LITERATURE 
LABEL PASTERS 


LABELS 
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Hewig Company 


Eureka 


Ber 


ert Me 


Brewster 
Century 


Codd Advertising 


A wt 


Fair 
Lee 
The 


Ma 
Letter 


Specialty 


Ma 


etter 


ks & 
Serv 


ery 


Seles 
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TICONDEROGA TEXT.” 


... Says the Printer 


“Most of my customers expect distinctive Ticonderoga 
Text to cost far more than ordinary text papers. The 


actual price always comes as a pleasant surprise 


Here’s what others say... 









































THE PRODUCTION MAN Wonderful THE INK MAN Great affinity for ink THE PRESSMAN Runs with less press 
printing qualities; wide choice of colors excellent background for color time and spoilage 





TICONDEROGA TEX1 for that LUNURY LOOK “This job certainly 
Distinctive Ticonderoga Text gives that extra richness of texture looks good on 
the quality appearance so important in announcements, brochures TICONDEROGA 
book jackets, programs, etc whether you print letterpress TEXT * 


offset lithography or sheet fed gravure 








Choose from Brite White, Cream White or seven attractive colo 


Deckle or plain edge, laid or wove finishes envelopes to match 


For your cover select Ticonderoga Text Cover Weight 
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